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What is Corporate
Responsibility and what are its
Myths?
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CR - Definition

Responsibility

Abibility to Respond

stream)»




CR Definitions — Not one answer to it

EU Green Paper: "companies integrate social and environmental concerns in their
business operations and in their interaction with their stakeholders on a voluntary
basis”

Business for Social Responsibility: “meeting or exceeding the ethical, legal,
commercial and public expectations that society has of business”

WBCSD: “the commitment of a business to contribute to sustainable economic
development, working with employees, their families, the local community and
society at large to improve their quality of life”

Sustainable Development: “the societal goal of meeting the needs of the current
generation without compromising the ability of future generations to meet their
needs”

Corporate Social Responsibility (CSR): “the business contribution to making this
happen through the proactive management of a company’s social and
environmental impacts”

Canadian Centre for Philanthropy: «management practices that ensure the company
minimises the negative impacts of its operations on society while maximising its

positive impacts» |
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CR Definitions — Does it exists by itself?

Communicating

Training CXR Building

Selling i
Marketing hY

...In a responsible way!!
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What are the benefits for a
company?
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CR Essence - An Ethical issue

TR
Z N\

The consequential logic: The logic of appropriateness:

= action is guided by the = identity (and the obligations
hope of favorable associated with it) guides
consequences action —

= “| do things because certain = “| do things because of who |
good results will follow” am; it is the right thing to do”
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CR Benefits - What's in for a company...

AREA BENEFIT
Improve Reputation
BRAND Share Price
FINANCE Costs Reduction
Increase Sales
Cooperation
EMPLOYEES f
Retain
SURVIVAL Reduce Risks
Avoid Crisis
INNOVATION Improve
StI'EEITI) Page 9 of 143

Survival - Damaging for reputation

Sales Supply
& evaluation & use of child
— labour in third
o world
Ethics Risk
% & governance & risk taking
WORLDCOM. LEHMAN BROTHERS
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Survival — Have they been affected?

GLS- Germany

Banca Etica — Italy Ba°°ﬁ°‘€:"-’a Etica
Merkur — Danmark

Charity Bank — UK

Cultura Bank — Norway

Ekobanken — Sweden Eknbanken

Neff — France

Triodos — Netherlands
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So what is the issue?
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CR Trends - Increasing interest

Today
106 ml pages

2006
12 ml pages

2001
1 ml pages
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Perception - Trust in institutions

Trust in Institutions (Europe)

50 48
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401 38

354 32

30

Percentage

25+ 28

20

154

104

NGOs Government Business Media

Source: IMD Webcast 5th October 2005
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Results—Areas european companies emphasize on
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Source: European Quality Award Scores 2004-2007
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MANAGEMENT
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CR Trends — Corporate Models and Standards

EFQM N

Shares what works.

-~

T v

Dow Jones N7
(. Sustainability Indexes CSR

Ftnhgeth
The Ejumpean Alliance or CSR

| am) Page 17 of 143

CR Trends - The UN’s Global Compact Principles
within the “sphere of influence”

1. Support and respect the protection of human rights
2. Make sure not to be complicit in human rights abuses

@

Recognize freedom of association and

the right to collective bargaining

Eliminate all forms of forced and compulsory labor
Abolish child labor

Eliminate discrimination in employment and occupation

N oo o &

Support a precautionary approach to environmental
challenges

Promote greater environmental responsibility

Encourage the development and diffusion
of environmentally friendly technologies

© ®

10. Work against corruption
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CR Trends - The under development ISO26000

CLAUSE 1 - SCOPE

CLAUSE 2 — DEFINITIONS

CLAUSE 3 — UNDERSTANDING SOCIAL RESPONSIBILITY
CLAUSE 4 - PRINCIPLES OF SOCIAL RESPONSIBILITY

CLAUSE 5 - RECOGNIZING SR & ENGAGING STAKEHOLDERS
CLAUSE 6 — GUIDANCE ON SR CORE SUBJECTS

il | International
Organization for
NI Standardization

CLAUSE 7 — GUIDANCE ON INTEGRATING SR THROUGHOUT THE ORGANIZATION
Enhancing Credibility (7.6)

Communication (7.5):

ANNEX A — VOLUNTARY INITIATIVE AND TOOLS FOR SR
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CR Trends — The GRI G3 Guidelines

Global
. Materiality o B “ rh:p:ul:ling
«  Stakeholder inclusiveness s / nitlariver
. Sustainability context = e H _
. Completeness g E— Results (49+30)
. Balance £ £ | . Economic
+  Comparability / B “ «  Environmental
. Accuracy | . Social .
. Timelines ....sSociety
. «Labour
+ Clarity practices
* Reliability “Human rights
*Produ

ct .
responsibility

Decision Tree

] =
&) g i
«  Strategy & Analysis £ 0 B | Trends
o Organizational Profile /mpw WP | U Protocols‘
. Report Parameters S, — ... .P.re.sema?'cn
. Aggregation
. Governance, Commitments and Metrics
Engagement
Goals & Performance Focused Sustainability Report
Policy Figure 2: Overview of the GRI Guidelines
Org Responsibility
Training & awareness
Monitoring & Follow up
Contextual information
Page 20 of 143
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CR Reporting — 5 Trends

Move to Interest in

multiple integration

versions

More data,

hard

targets
Acknowl-
edgement

Limited of GRI, not
adherence

assurance
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' ENVIRONMENT
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CR Ratings — Environmental Performance

Source: Columbia & Yale EPI 2008
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CR Ratings — The EMDI Model

| ——

8.

OTHER:
Products & Services
Biodiversity.
Visual

7 OoDS

1

3

: y Noise '
MANAGEMENT HAZARDOUS AWARENESS

Air pollution

EMDI Model ©
(10%) (10%) (15%) -

(10%)

2.
MATERIALITY
(20%)

1.Management: How the company creates the policies and structures to manage environmental impact
2.Materiality: How the company addresses those issues relevant to its business

3.Awareness: How the company increases awareness about environmental protection and its own performance
4.Energy: How the company reduces its impact on Climate Change, by achieving bottom line results

5.Water: How the company reduces its impact on water shortage, by achieving bottom line results

6.Materials: How the company manages its material consumption, reuse and recycling

7.Hazardous: How the company manages its hazardous material consumption and disposal

8.0ther: How the company manages its other environmental impacts
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CR Trends - Revolution?

According to WWF we already

exceed nature’s capacity by 20%

20% of world
population consume

b tibe sl ¢ b e 80% of it's resources.

Therefore we need to reach a resource efficiency of:

stream)»

1.2

X
15

~
~

7.2
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CR Trends — GHG emissions

‘The cost of doing nothing could reach
20% of gross global product by mid
century with conservative estimates
suggesting 5% resulting in the worst
economic depression in history....The
cost of action now would amount to

around 1% of gross global product.’

stream)»
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Ecology - Availability of drinking water 1950

I 15.000

—{ 5.000

— 2.500
< water scarceness
—{ 1.000

< water deficiency

m3 pro capita and year
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Ecology - Availability of drinking water 1995

I 15.000

—{ 5.000

— 2.500
< water scarceness
—{ 1.000

< water deficiency

m3 pro capita and year
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Ecology - Availability of drinking water 2025

I 15.000

I— 5.000

— 2.500
< water scarceness
—{ 1.000

< water deficiency

m3 pro capita and year

Page 29 of 143
stream)»

CR Program - Focusing on the big picture

InterfaceFLOR

Ray Anderson — Chairman & Founder
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CR Program - Finding critical issues

Performance 1998 — 2007
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CR Program - Focusing on energy

100% Of our POVVEI' needs in Germzmy have been met from renewable

sources since January 2008.

Entkopplung Stromverbrauch/ CO  ,-Emissionen
Deutsche Telekom Deutschland (1995 = 100 %)

120%

—-——

100%
80%
Increased purchising of

60% cogenerated power

40% —

20% |

CO, emissions
0% 2
1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

stream)»
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q WORKPLACE

Page 33 of 143
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Employees - Increase attraction and retention

Figure 15. What do you believe are the most important characteristics that attract candidates to your organization?
(Percant)
———————
S o - Pisilive :nrpura_t:rezitaly
Company has a track tecord of transforming
itself and confinuing its success in the market

New or challenging responsibilities

Clear career growth opportunities

Compensation and benefits equal to, or greater
than, industry and/or lacal norms

Company values are aligned with personal values
Ability to balance work and life demands
Opportunity to build specific skills

Educational opportunities

Oppartunity to work with a specific manager or
set of peers

Source: IBM Global HR Study 2008 / 400 HR Exec.

Strea m) Page 34 of 143
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Women - Global trends

There is a large gap between the representation of women in the

workforce and on Boards

% women
Board members
for Global 200 companies®

aloal I o
in the global workforce® 40,0%

0,0% 10,0% 20,0 30,0% 40,0% 50,0% 60,0%

10,4%

% women
in the global population®

(1) World Bank, 2004

WEF Equallty 2009 (2)  Corporate Women Directors International, 2004
Island: 1st

Greece: 86th (69 in 2006)
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CR Program - Culture development examples

CULTURE

*YELL-System Alignment *GRUNDFOS-Special Needs
=*\VODAFONE-Culture Development *DANONE-Volunteer Program
"COCA-COLA-Appraisal System

=TNT-Help Team
=BT-Stress Management

-DNV-Dilemma Training =sSOLVE-Health Training

*EXODUS-Participation Rate *J&J-Wellbeing

Stham) Page 36 of 143
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CR Program - Values, Principles, Goals

stream)»

CR Program - People with special needs

BGroup goal' 3% qf all Grundfos” employees
shal?bg gmployég on specr:]larterms ploy

"Target group:

F)?ggfé?% psychological and social

"|ntegration of refugees and immigrants
"Young criminals

"The flex workshop in Grundfos Bjerringbro
§/:eelaerbrated it’s 40@/ears anniverséry egrl?ler this

'Therg are flex workshogs in several of
LIJrr]1afos companies, e.g. iIn Hungary and

stream)»
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CR Programs - Training on health aspects
SOLVE

09h00- Understanding Introduction violence Introduction tobacco
09h30 stress

10h00- Stress Simulation 2 Understanding Understanding
10h30 violence tobacco

11h00- Introduction Tobacco

11h30 PowerPoint Simulation 6
11h30- Management part | Introduction Alcohol Violence Policy presentation
12h30 & Drugs Simulation 4

14h00- Understanding Introduction AIDS

14h30 Alcohol & Drugs

14h30- Simulation | I I

Alcohol & Drugs
Simulation 3

Understanding AIDS

Action planning

Introduction stress AIDS
Simulation 5

Summary and
conclusions

Page 39 of 143
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MARKE"I'PLACE, PRODUCTS, SUPPLIERS

sm m) Page 40 of 143
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CR Communication — Greenwashing Rating

Source: www.greenwashingindex.com

stream )
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CR Trend - Understand impact

CUSTOMER SATISFACTION

PRODUCTSAND (.31 _J

SERVICES

CONTACT AND
EXPERIENCE 0.46

PRICE AND -0.06

AT r

— 0.42

VALUE

CSR activities

comprise >25%

Model based on BT Retall internal data (Residential Customers)

streamp»

IMAGE / REPUTATION

5

Cares about customer

0.05
Trust 0.05
Good role model 0.04
Responsible to society g4
Technology innovator 0.04
Prefer to buy from 0.03
Meets future needs 0.03
Helps UK business 0.03
Reliability 0.03
Treats employees well g oo
Environmentally resp. 0.02
Unprofitable 0.02
payphones 0.01
Supports charities 0.01
More than phone co.

© BT Group 2002

Page 42 of 143
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CR Trends - Supply Chain

Figure 5.4 Reports that address supply chain risks, by sector (G250 and N100)

Chemicals and synthetics

Mining

Electronics & computers

Food & beverage

Autometive

Communications & media
Pharmaceuticals

Other services

Transport

Metals, engineering & other manufacturing
Trade & retail

Finance, insurance & securities
Utilities

0il & gas

Construction & building materials

Forestry, pulp and paper

(L3 10 209 30% e 50% 60% R 80% 90 100%
Eni0  Hes0 Source: KPMG Glcbal Sustainebility Servicas, October 2008

Source: KPMG Global Sustainability Survey 2008
P 43 of 143
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CR Program-Supply Chain

"series of standards on issues such as the environment and
labour issues expected suppliers to take account of.
®Sustainability accounts for 25% of the overall score in BT’s
procurement scorecard for its suppliers.

®initial supplier selection on five factors of 20% weighting each (technology, quality,
responsiveness, cost, and CSR fundamentals).

®several ‘zero tolerance’ items (e.g. underage child workers, forced

®labour, health and safety issues and violation of environmental laws).

Stﬂ!am) Page 44 of 143
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CR Program - Sharing information

="The "Our Footprint" label appears on the side of each footwear box:

="Environmental Impact: Provides the average amount of kilowatt

hours (kWh) needed to produce a pair of Timberland(R) footwear; in addition, it indicates the
amount of Timberland's energy that is generated from renewable resources

=Community Impact: Details what percentage of factories are assessed by against the

company's code of conduct, reiterates Timberland's strict no child labor policies, and shares
the total number of hours volunteered in the community by Timberland employees.

=Manufactured: Lists the name and location of the factory where the product was made.
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CR Programs - Revenue generation

Products and BH“L&DAN

Services

Organic Food Delivery |

Speaking Elderly Tele
Phone Phone medicine

Organic Clothes

Entertainment - Obesity

|y gy § —

Recycled household Direct Investment Africa I I Natutal Sunlight
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CR Communication - Position messages

 We're
N (zO00d
reople!

WMV

Boy_In_Love_Recycling_07.wmv

| am) Page 47 of 143

SOCIETY

Stﬂ!am) Page 48 of 143
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Situation - Contradictions

More than 2.7 bil. people live with less than 2 $

per day

DAEWOO Logistics

Madagaskar

50% of land=1,3 ml hectars

99 years

Millennium Financial
Goal VS Crisis

150 bl USD
75 bl USD

stream)»

10,000 bl USD
10,000 bl USD
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CR Ratings — Gross Domestic Hapiness

King Singye Bhutan

4 Domains:
=Economy
=Environment
=Civilization

=Governance

=

9 Dimensions:
= Psychological Well-being
=Time Use

=Community Vitality |::>

=Culture

=Health

=Education

=Environmental Diversity [
sLiving Standard

King Khesar

72 Indicators:

=Family vitality indicator,
=Safety indicator,
=Reciprocity indicator,
=Trust indicator,

=Social support indicator,
=Socialization indicator, and
=Kinship density indicator.

=Governance

stream)»

=Ecological degradation indicator,
=Ecological knowledge indicator,
=Afforestation indicator.

Page 50 of 143
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Situation - Social instability risk

0 kivbuvos KoIvevIK@V avatapaxoy 1o 2010
= :’Y 24 : f it

7] W -
B el
AnAos. b /

Source: economist.com
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CR Programs - Financial rejections

The co-operative

Bank - all business declines by Issue, 2007

International development and human rights
123 finance opportunities were referred to the Ethical
Pollcy Unit In connection with Intemational development,
of which 11 were declined. lssues of concem Included:
support for oppressive regimes; transfer of armaments
o oppressive regimes; and systematic fallure to comply
with basic labour standards. For further detalls,

see page 22.

Anlmal welfare 45 finance opportunities were
referred to the Ethical Policy Unit In connection with
animal welfare, of which nine were declined. Issues

of concern Included: animal testing for cosmetic and
household products; use of Intensive farming methods;
Involvernent In blood sports; and Involvement In the
fur trade. For further detalls, see page 33.

Ecologlcal Impact 118 finance opportunities were
referred to the Ethical Policy Unit in connection with
ecological Impact, of which 10 were declined. lssues
of concern Included: support for fossil fuel extraction
and production; preduction of unsustainable chemicals;
and deforestation. For further detalls, see pages 74,
84,90 and 96.
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CR Program - Donation and customer involvement

stream)»
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Unillover
B Project Shakti supports 25,000
underprivileged women,
distributing products in 100,000

villages to more than 70 million

consumers

B aims to cover 500,000 villages
with 100,000 entrepreneurs

reaching out to 600 million people

CR Program - Bottom of the Pyramid

DANONE

Joint venture 50%-50%. Danone
ows the plant. Grameen provides
micro-credit and trains ‘Grameen
ladies’ involved in the marketing
of the product

Each serving of yogurt contains 3
times as many nutrients as the

competition, costs less than 0,06
€, and comes in a 100%
biodegradable cup.

Danone Foods sources the milk
from hundreds of microfarmers,
who own 1 or 2 cows

stream)»

NOKIA
fonnecting People

Grameen Foundation
and Nokia work
together with local
operators and
microfinance
institutions

Page 54 of 143
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"N” ayarmdag tnv vbovvn.

Na AeG: By JOVAXOG JOL £XWD
XPEOC VO CWOW TN YN.

Apa 6 ocwbei ey Ba pTaiw”.

N. Kalavtldakng, ACKNTIKN.

N.KaZavtlakng
(1883-1957 p.X)
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CR Performance - The 9 Do’s and Don’t of CR

A W N P

. Do itand do not preach it
. Do focus on the long term and do not focus on the short term
. Do include it in your values and do not exclude it from your appraisal system

. Do promote it internally as a means of being ethical with positive side-effects for

the business and do not promote it as a means to increase sales

. Do centralize the coordination of CR processes, but do not centralize the

activities themselves

. Do focus 80% of your effort in becoming more responsible and 20% on making

others aware of it and not the other way around

7. Do hire multiskilled people to coordinate CR and not those with PR skills only

8. Do communicate and be open and don’t keep information and ideas to yourself

9. Do measure the results you achieve and do not measure only the perception
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28



Thank you for your time!

For further questions please contact:

Emmanuel Perakis

STREAM Management Consulting
info@stream-eu.com

+30-69446 00446
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